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lower than expected attendance in a citation management instruction class.  The purpose 
of the study was to determine if placement of flyers in convenient locations would 
increase attendance at the advertised library service.  Although the results of the study did 
not support the original expectation, from a follow-up study, it was concluded that 
information encountering was a useful framework for determining appropriate locations 
for flyer placement.  Findings indicate that multiple formats of promotional materials are 
most effective because they increase the likelihood of exposure to the promotional 
message.  Additionally, an understanding of user needs and motivation can help librarians 
devise a message that will impact the user.   
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 Introduction 
Academic libraries are charged with the task of ensuring that students are 
information literate by the time they graduate.  In order to be considered information 
literate, students are expected to be able to organize and use citations while writing 
scholarly papers.  Citation management software helps students accomplish this.  Several 
academic libraries have implemented citation management software instruction classes to 
facilitate their use.  Several of these libraries are research intensive institutions and users 
frequently need assistance with locating scholarly articles and organization and 
management of the article citations that they locate.  
EndNote is a software program that enables users to collect citations, organize 
citations, and create bibliographies (Thomson Reuters, 2013).  The program’s primary 
function is to increase research efficiency through organization and management of 
citations and facilitation of bibliography creation.  Other popular citation management 
programs are RefWorks, Zotero, and Mendeley.  EndNote is popular with students in 
science disciplines.  Science faculty have an affinity for EndNote and this influences 
students’ selection of citation management software (Kern & Hensley, 2011).  So, a large 
academic library in a research intensive institution would serve its users well by offering 
EndNote software and training.  This would connect its users to a resource that would 
help them achieve their academic goals.
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Although EndNote is useful tool for students, attendance in the EndNote 
instruction classes at the University of North Carolina’s Health Sciences Library (HSL) 
has been low.  It is unclear why attendance has been low.  Students could believe they 
can intuitively use EndNote effectively or the time and location of the class may be 
inconvenient.  Attendance could be low because there is either a lack of awareness of the 
existence of the program or students could be unaware that the program would be useful 
to them.  Alternatively, the students might not have an actual need for the program.  The 
creation and dissemination of promotional materials can address the lack of awareness of 
EndNote’s existence and its usefulness to students.   
Flyers are a type of promotional material that can be effective.  They connect the 
library to the users (Dodsworth, 1998).  Flyers are a low cost promotional tool.  They can 
easily be posted as there are several bulletin boards in the HSL and in the Schools that the 
Library serves.  The library at Central Missouri State University successfully utilized 
flyers in conjunction with word of mouth to promote their information literacy course 
(Lawson, 2000).  They were able to significantly increase course enrollment in a two year 
period. 
This study took place at the HSL at the University of North Carolina at Chapel 
Hill.  The Library offers individual and group instruction on citation management 
software.  It offers group instruction on both RefWorks and EndNote.  This paper will 
focus on promotion of EndNote instruction classes.  The EndNote classes at HSL are 
offered monthly.  The classes have had lower than expected enrollment numbers.  
This paper will examine the information encountering of the user population of 
the HSL.  Additionally, this paper will discuss whether there is an ideal location for 
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placement of flyers promoting library events like citation management software 
instruction classes.  Placing flyers promoting EndNote classes in locations where the 
target user population spends large amounts of time will result in students noticing the 
flyers resulting in increased attendance in the EndNote class.  This study was designed to 
examine the relationship between placement of library promotional materials and 
attendance at library instruction classes.  An empirical test on the use of flyers to promote 
EndNote instruction classes in this Library was performed after an analysis of research on 
information literacy, consumer behavior, and response to promotion of library services.  
 
Literature Review  
 Information literacy instruction is a valuable service provided by the library.  
Citation management software instruction is a type of information literacy instruction, 
and this type of instruction has become increasingly popular in academic libraries.  Use 
of citation management software can help with organization and management of 
citations, making research and paper writing a more orderly process.  Because this 
service has value to students, increasing awareness of the service could increase 
attendance at the EndNote instruction classes offered by the HSL.  Consumer behavior 
research can provide guidance on the ideal location for placement of promotional 
materials.  Additionally, research on library marketing can provide insight onto the types 
of promotional activities that elicit a response from library users.   
 The literature review will first document the history of instruction in academic 
libraries leading into the current information literacy standards provided by the 
Association of College and Research Libraries (ACRL) and an explanation of how 
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citation management fits in with the standards.  Next, a combination of literature on 
consumer behavior and information encountering will be analyzed.  Finally, library 
marketing literature will be examined and successful library promotion case studies will 
be presented.  
1.1 Information Literacy  
Library instruction began in the late 1800s with librarians giving lectures on use of 
the collection and book classification (Salony, 1995).  In the 1970s instruction exploded 
as the culture of higher education evolved (Stoffle & Bernero, 1987). The creation of 
professional organizations that established standards in academic library services also 
contributed to the increase in bibliographic instruction (BI).  The Association of Colleges 
and Research Libraries (ACRL) published guidelines for bibliographic instruction also 
called user education in 1977 (Salony).  This legitimized the practice and ensured its 
continued presence in academic libraries. 
BI is a valuable service provided by librarians.  BI is sometimes called user 
education (Salony).  The purpose of these interactions is to increase patrons’ awareness 
of the resources available in the library and provide instruction on how to find and use the 
resources (Salony).  This can include teaching search strategies and citation management, 
introducing available collections and databases, and offering library tours.   
Library instruction is beneficial for the patrons.  It can increase awareness of library 
resources and services (Bloedel, 2006).  The librarians interact with the user population 
during the instruction sessions.  If the experience is positive, the users will have a 
positive perception of the library, and, thus be more likely to use the library in the future.   
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The influx of new technology in the late 1980s and early 1990s again transformed 
BI.  The worldwide web, online databases, online catalogs and software affected the 
delivery of BI (Salony).  From this point on, instruction librarians have been required to 
be familiar with new technology in order to provide instruction.  Technology is ever 
changing.  Librarians committed to providing excellent customer service familiarize 
themselves with each new iteration of databases, catalogs, and software offered by their 
library, so they can teach patrons. 
At its inception BI involved teaching patrons concrete skills like searching for and 
locating resources.  Now, library instruction focuses on teaching information literacy 
skills.  Instead of just teaching concrete searching skills, as with BI, the information 
literacy standards also encourage teaching critical thinking and the ethical use of 
information (ACRL, 2000).  
 Citation management is a component of information literacy.  It is particularly 
important in academic libraries because students are expected to incorporate scholarly 
research into their assignments.  This may be their first exposure to a research intensive 
environment.  This need becomes even greater for graduate students who will have 
several research papers and projects.  The Association of College and Research Libraries 
(ACRL) adopted information literacy standards in 2000.  The standards state that an 
information literate student can: 1) recognize an information need 2) access information 
3) evaluate information 4) use information, and  5) comprehend legal and ethical issues 
related to information and information technology 
 Standards 4 and 5 are especially relevant to citation management instruction.  
Citation management can help students organize and use the information they have 
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amassed during the search process.  According to Standard 4, students should learn how 
to use information, the use should be effective, and the use should accomplish a task.  
Writing a scholarly paper is a common assignment in higher education.  Maintaining an 
orderly record of citations is essential to writing a literature review and citing sources 
appropriately (Emmons, 2004).  Citation management software can help student maintain 
and organize citations enabling students to use information effectively to write their 
assigned papers.  
 The third performance measure of Standard 4 states, “The information literate 
student acknowledges the use of information sources in communicating the product.”  
Ideally, by graduation students will be able to appropriately and consistently cite sources. 
Information literacy instruction has become routine in many academic libraries 
because it helps students to learn what resources are provided by the library and guides 
patrons in the proper manner to use these resources.  McMinn reviewed the use of 
citation management software in universities (2011).  He studied the websites of 111 
Association of Research Libraries (ARL) libraries to determine if citation management 
software was offered and whether the library provided instruction.  Of the libraries 
reviewed, 96 % provided either RefWorks or EndNote software; 72% of the libraries 
provide instruction for either one or both of the programs; and 60 % of the libraries that 
support EndNote also provide instruction.  
In one academic library the librarians devised an information literacy instruction 
program (Kipnis & Frisby, 2008).  The program consisted of several sessions including 
one session on citation management software.  The librarians provided instruction on the 
use of RefWorks, a citation management software program.  After instruction on the 
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citation management software, the Library performed an evaluation.  When asked what 
they found most useful, several students stated the software enabled them to create 
bibliographies and cite sources quickly and easily.  Another student found that writing 
papers became easier with the software.  Also, the students liked the connection between 
searching the databases and the citation management software.  The Kipnis survey 
indicates that citation management software is useful for students because it helps them 
create bibliographies and cite sources in papers.   
A science librarian at California State University decided to introduce Zotero to 
users (Duong, 2010).  RefWorks instruction had been offered at this University.  In the 
Spring of 2010, attendance in both RefWorks and Zotero classes was low.  The librarian 
promoted the class to writing class tutors.  The tutors immediately recognized the 
usefulness of the software.  Many said they already used the software and would 
recommend it to other students.   
The Manchester Metropolitan University Library purchased EndNote in 2001 
(Harrison, Summerton, & Peters, 2005).  The library staff immediately recognized the 
usefulness of the software but thought training would be needed in order to use the 
software effectively.  Library staff who would lead instruction workshops were trained. 
Faculty and graduate students were the intended participants in the workshop.  Between 
2003-2004 the library held thirty-eight workshops that had an average of ten participants 
per workshop.  The workshops increased the level of confidence in scholarly research and 
writing for the students.  Additionally, the y felt they were more familiar with the 
electronic resources available at the library.    
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Students who graduate from college are expected to be information literate.  As a 
component of information literacy, citation management is an important skill for college 
students.  Citation management software can make this task easier.  These studies 
indicate that students are generally pleased with their library instruction experience.  
Additionally, students who received training on citation management software felt more 
confident with their research and writing skills.  Thus, citation management instruction 
classes are a valuable service for students.  
1.2 Consumer behavior 
Libraries use promotional materials to increase awareness of library events and 
services in the hopes that promotion will help connect users to the services they need.  A 
thorough understanding of how users and potential users process messages conveyed by 
advertisements can help librarians create effective promotional materials that will gain 
the attention of viewers and affect their behavior.   
Promotional materials and advertisements provide viewers with unsolicited 
information.  They increase awareness of institutional events.  Consumer behavior helps 
to explain the viewer’s processing of these types of information.  This concept has been 
researched in marketing literature but less so in the library context.  Marketing literature 
is relevant because many marketing concepts also apply to libraries.  Academic libraries 
and students have a supplier/consumer relationship that is driven by the library’s primary 
purpose to meet the needs and expectations of the student (Mathews, 2009).  Librarians 
focus on users and creating user-centered services.  This fits with consumer behavior 
principles.   
 10 
Consumer research is useful for librarians because it identifies patterns of behavior 
that guide librarians to the best methods for promoting library events.  Promotional 
materials increase awareness of library events and services if library users notice the 
materials.  The materials must first attract the attention of the library patrons.  Once the 
promotional materials attract the attention of the patron, intrinsic and extrinsic factors 
determine whether the patron will be motivated to read the promotional material more 
carefully, or be motivated to search for additional information (Spielmann & Richard 
2013). 
Commercials are unsolicited advertisements that interrupt a television program.  
Marketing literature uses different terminology for the level of the viewer’s attention to 
advertisement.  Often the term “involvement” is used to describe the viewer’s degree of 
attention (Lord, 1993).  Advertising involvement is affected by an interplay among the 
advertisement’s format, the message of the advertisement, and the design of the 
advertisement (Spielmann & Richards).   
When advertisement involvement is high, because it demands attention or it 
addresses an intrinsic value in the consumer, high program involvement is a distraction 
(Lord).  Contrasting levels of program involvement and advertising involvement are most 
beneficial for advertiser because these situations create an ideal cognitive state in 
consumers that will cause them to be attentive to advertisements.   
Celsi & Olson (1988) proposed the Felt Involvement model to explain how 
advertisements attract attention from viewers.  Felt involvement is predicated on the 
consumer’s subjective perception.  Both external and internal factors affect the Felt 
involvement.  Felt involvement creates motivation in the consumer and this motivation 
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engenders attention to the advertisement.  According to Celsi & Olson, an increase in 
external or internal factors will increase attention to the advertisement.  For example, if a 
student wants to make a good grade on a final exam, an announcement of an exam review 
would attract his/her attention.  The internal desire for academic success will cause the 
student to notice the advertisement.  Librarians can use this knowledge when designing 
promotional materials.  The material must attract attention before the information can be 
processed by the viewer.  Promotional materials should contain information about events 
that are timely and valuable to the viewer. 
Advertising involvement affects the viewer’s attitude towards the product and the 
attitude influences the viewer’s behavior (Spielmann & Richards).  Sometimes the 
viewer’s attitude can be altered subconsciously without conscious processing of the 
message (Heath, 2009).  This is helpful for advertisers because it is possible to influence 
consumers’ attitudes, and consequently their behaviors, by addressing the message to 
their feelings and not just focusing on their rational thoughts.  
Similar to commercials, flyers are unsolicited information, and the information 
contained the in flyer may be useful even if it was not sought by the patron.  Library and 
Information Science (LIS) often focuses on observing behaviors of users actively seeking 
information.  People may discover useful information without actively seeking it.  This 
type of information acquisition has been called a variety of names including “information 
encountering” or “incidental information acquisition” (Erdelez, 1999; Heinström, 2006). 
Patrons can either actively search for information or encounter information 
passively.  McKenzie developed a model to explain information processing in everyday 
life (2003).  She observed a behavior she called “non-directed monitoring”.  This 
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involved observing people performing daily activities when they are not purposively 
seeking information (McKenzie).  People experiencing non directed monitoring are not 
aware of an information need; the information delivered is unexpected (McKenzie). 
People begin by passively scanning the environment and once information of 
interest is encountered, the person processes the information and seeks more (McKenzie).  
One of the participants in McKenzie’s study describes scanning the shopping center.  
Then once she found the bookstore, she scanned the store.  Next, she found a book and 
skimmed the contents until she found the information she needed.  McKenzie called this 
type of behavior “zeroing in”. In this type of passive information acquisition the person 
first scans the environment then focuses and actively searches once she encounters 
information of interest. 
The context of the advertisement, the advertisement itself, and the viewer’s 
motivation all influence the attention to the advertisement (Lord).  Both attention and 
motivation of the viewer must be present for information encountering to occur 
(Heinström).   
The environment must be conducive to allowing the viewer to notice the 
advertisement and for the advertisement to capture his attention.  If the external 
environment and the viewer’s perception encourage the viewer to notice the 
advertisement, the viewer’s motivation determines the intensity of attention given to the 
advertisement and determines if any subsequent action is taken. 
All of these factors can be considered when creating promotional materials.  The 
external environment, the message content addresses the audiences’ internal motivation, 
and the color and design attract the user’s attention.  The flyer should not just contain the 
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information that the librarian wants the user to have but information that addresses the 
internal values and objectives of the intended viewer.  If the message of the promotional 
material speaks to the internal goals and values of the viewer, the viewer will be more 
likely to notice the material.  Once the viewer notices the material, the viewer’s degree of 
attention to the material will be determined by the subjective needs of the viewer and to 
what degree the information in the material meets the needs of the viewer.   
1.3 Library marketing 
A library is collection of resources for a designated population, and the resources 
are organized in a way that facilitates access (Arns, 2010).  This is a broad definition that 
encompasses a variety of traditional libraries as well as information and media centers.  
This definition of a library is also useful in identifying the business of a library.  Libraries 
exist to connect resources and users.  The types of resources depend on the user 
population.  Every aspect of library function, collection development, circulation, 
reference, and organization and have the same central purpose-to connect users with the 
appropriate resource.  Understanding the function of a library is essential because the 
purpose of marketing is “optimize utilization of resources” (Dodsworth, 1998).  If a 
library creates a service that is valuable to its user population and the user population is 
not participating in the service, marketing could increase use of the service.  
In a time of shrinking budgets and limited building space on university campuses, 
academic libraries are being forced to defend their value to stakeholders.  Additional 
impediments to library use include over reliance on search engines and the availability of 
online full text articles (Nunn, 2011).  Students may consider online resources to be more 
convenient and easier to use than the resources physically located in the library (Smith, 
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2011).  Library promotion and outreach can increase awareness of available resources 
and services thereby increasing use of library resources.   
Marketing strategies from business theory can be implemented in the library 
context.  Marketing for profit organizations and not for profit are similar.   
They are all forms of marketing attempt to communicate a message to a potential client 
or user.   
User needs are analyzed before marketing a service.  Creating population segments 
of patrons with similar characteristics enables the creation and promotion of services that 
are useful to the patron (Cheney, 2007).  Just as services should be developed with an end 
user in mind, promotional materials and outreach events are also designed with specific 
segments of the population in mind.  For example, Cheney noted that because patrons of 
law libraries are either law students, faculty, attorneys, or government officials, the 
patrons are busy.  Thus, librarians should consider the patrons’ information needs and 
user behavior when designing promotional materials directed towards them. 
Marketing library services is useful when patrons are unaware of a service or are 
not aware of the usefulness of a certain services (Matthews, 2009).  Frequently the 
libraries’ main users are not aware of all of the services that are offered by the library.  
One study determined that the faculty were aware of only 47 % of the services offered by 
one academic library (Roberts, 1995).  Users are also unsure of the function of reference 
librarians (Nunn, 1999).  Messages conveyed through marketing efforts should explain 
why the proposed service is an improvement over using nothing and better than using a 
competing service (Smith, 2011). 
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So, first the library should determine what users need and create a service that 
meets those needs.  The primary focus should remain throughout the entire process on the 
needs of the patrons.  Often librarians focus on the value of the product and assume that 
the patrons will know the value of the services, but this is too often not the case.  Next, 
after the service is created, the library should promote the services in order to raise 
awareness, thus, resulting in use of the services.   
Promotional materials are one example of an outreach activity.  Flyers are a type 
of promotional materials that can be effective.  They connect the library to its users 
(Dodsworth).  They are inexpensive and portable.  Filling the users’ environment with 
flyers will place promotional material within the sight of users.  The promotional material 
will be more effective if the users’ characteristics and behavior is taken into account.  
Characteristics such as study schedules and recreational habits can inform the librarian of 
the best promotional message and method.  Promotion of ongoing services does not stop 
with one event.  Regular reminders of available services are helpful (Grunenwald, 1987).   
Effective promotional materials should be visually appealing, promote something 
valuable to the viewer and have a psychological impact on the viewer (Mathews).  
Librarians can create effective promotional materials if they incorporate all of these 
elements into the promotional material.  The visual component could be a slogan or logo.  
It creates an association with the organization offering the service.  An effective message 
will convey why the service is useful to the intended audience.  Additionally, the 
promotional material should impact the viewer emotionally by appealing to an internal 
value, memory, expectation, or desire.  
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Central Missouri State University wanted to increase awareness of services 
available to undergraduate students (Lawson, 2000).  Incoming freshmen were the 
targeted group.  The service promoted was an information literacy course.  The course 
was newly revised and the library wanted to create awareness of the new service.  The 
first year student enrollment was lower than expected.  The second year the Library used 
a mixture of flyer dissemination and support from student advisors.  By the end of the 
year, 133 more students had enrolled compared to the previous year.  
One example of a successful marketing strategy is the University of Albany’s 
LibraryPalooza (Anderson, 2012).  The event is targeted to a certain segment of the user 
population-undergraduate students.  The Library was able to garner support from 
departments within the University as well as the community.  Promotional activities for 
the event include word of mouth, business cards, and social media.  The Library 
evaluated the success of the event by monitoring attendance at the event and subsequent 
foot traffic in the Library.  The result has been an increase in traffic in the Library since 
the implementation of LibraryPalooza. 
 After moving in 2005, the Illinois Wesleyan University library noticed a decline 
in reference desk transactions (Duke, MacDonald, & Trimble, 2009).  The librarians 
decided to enlist the help of business students to perform a market analysis and develop a 
promotion action plan.  A survey was administered in 2007.  Results indicated that about 
half of the students did not know that they could request consultations with the reference 
librarians or what was the purpose of the ask the librarian button on the library webpage.  
The Library implemented chat reference in response to the survey.  To promote the new 
reference service the library used a variety of media formats to deliver the message.  
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They announced the service on the webpage, posted an advertisement in the student 
newsletter, and ordered white boards resembling the chat reference platform’s interface 
and sent them to dorms and Greek houses.  Between 2006-2008, the trend was reversed 
and the number of reference transactions increased.  
One academic library wanted to promote their virtual reference service 
(MacDonald, Vanduinkerken, & Stephens, 2008).  The Library created a logo and “ask 
us” slogan.  The slogan and logo were posted as screen savers on library computers.  The 
freshmen population was targeted and the librarians distributed promotional materials 
during freshmen orientation.  Additionally, the Library created posters and posted them 
on campus buses.  The number of virtual reference questions received in 2005 increased 
156 % over the comparable time of year in 2004.   
 These successful marketing campaigns all involved message conveyance in 
multiple formats.  The libraries were able to increase use of promoted service by 
increasing awareness.  
Library instruction has a long tradition in academic libraries.  Instruction includes 
activities such as tours, workshops, and consultations.  These interactions help the library 
achieve its mission of producing information literate students.  EndNote helps students 
use and organize citations and this is one aspect of information literacy.  Although 
EndNote instruction is useful to students, they will attend sessions only if they are aware 
of the service and its usefulness.  Placing flyers promoting EndNote instruction classes in 
locations frequented by the targeted user population will increase awareness of the 
classes.  Placing flyers in the Schools will increase the likelihood that the students will 
encounter the information without having to actively seek the information and will 
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increase the chances of non-directed monitoring of their environment.  When they notice 
the flyer, the message of the flyer will convey the usefulness of the service to achieving 
academic success.  The students’ internal desire for academic success will motivate them 
to read the flyer carefully and inspire them to attend the class.  A research design was set 
up to test this logical argument. 
Methodology  
The study design required a library with regular offering of the same library 
instruction class.  The Health Sciences Library (HSL) is the only library on UNC’s 
campus that offers regular EndNote instruction classes and was chosen as the study site.  
The HSL is a large library conveniently located in Chapel Hill that regularly offers 
EndNote instruction classes.  It serves five professional schools: Medicine, Nursing, 
Pharmacy, Public Health, and Dentistry. 
The Library provided background information on past EndNote instruction class 
participation and past promotion activities.  The latter included web announcements and a 
flat screen panel mounted at the entrance of the Library.  The study design began with the 
design of flyers promoting a EndNote instruction class at the HSL.  The flyers were 
posted at the HSL and four schools that the HSL supports.  Lastly, a survey of the 
attendees of the target class was administered to discover how they learned of the class.  
The HSL began using EndNote in the early 1990s.  Between August 2012– 
February 2013, fifty-five students attended the EndNote classes.  The class had the 
capacity to instruct approximately 105 students in that time period.  In December of 2012 
attendance in the EndNote class was twelve while attendance in January of 2013 was 
five. 
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According to Matthews, a marketing campaign will be more successful if the 
consumer is exposed to the marketing message on a variety of formats over an extended 
period of time.  The goal is for potential consumers to encounter the message at least five 
times.  The reason is that the increased exposure to the message increases the likelihood 
that the consumer will recognize a need for the services 
The HSL promoted the EndNote class on the website and on a flat screen plasma 
panel near the front entrance of the Library.  The flyers were intended as a third format 
and were posted in four of the school where students take classes and in other places 
where students congregate.  They were the only format that the consumer could 
potentially encounter while moving through the Library or campus; therefore, they are 
useful in adding additional exposure to the message.   
For the purposes of this paper a flyer was defined as an announcement of an event 
printed on 8 x 11 low standard paper and posted in public.  According to Matthews, the 
best marketing strategy is to use three layers of brand strategy, visual, value, and 
emotional.  The visual element is the logo, slogan, or design.  The value element uses 
logic to persuade the user to use the library.  The emotional element is an appeal to some 
psychological desire.  A well rounded marketing strategy will appeal to all three layers of 
branding. 
The flyer was designed by the author and revised based on suggestions by an HSL 
librarian.  The HSL logo was included on the flyer.  The text was intended to appeal to 
students’ desire for academic success.  The flyer was designed with the three levels of 
branding in mind.  The flyers were printed after approval from the librarian.  (see 
Appendix A).  
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The researcher placed the flyers in locations frequented by the target user 
population because placing the promotional materials in the natural environment for 
students increase the likelihood that the target population would notice the flyers.  
Additionally, this allowed for environment scanning and information encountering.  For 
example, the HSL has two printers that are heavily used by students.  In times of heavy 
traffic, there are lines for the printers.  Near the printers, there are two large bulletin 
boards that have flyers posted on them.  Some are for academic events, like lectures and 
some are promoting off campus events in the surrounding community.  Students waiting 
to use the printer or supplies in the printing area, like staplers, have idle time while 
waiting for their desired item.  This idle wait time was presumed to be a good context to 
encounter information because the student is not cognitively focused and is, thus able to 
notice unsolicited information.  
Flyers were posted in the School of Public Health.  One was posted on the board 
across from the restrooms on the first floor.  The second was placed on the second floor 
beside the restrooms.  Another was placed on a board in the School of Pharmacy on the 
first floor.  Two flyers were placed on the first floor outside the lecture halls in the School 
of Nursing.  Two flyers were placed on the first floor of the Medical School.  All of the 
flyers were posted ten days prior to the advertised promotional class. 
Surveys can be used to identify attitudes of certain populations (Babbie, 2004).  A 
survey asking how consumers learned of the service is an effective method of measuring 
the impact of the marketing effort (Matthews).  With this in mind, a survey was 
administered to the participants of the Endnote class on February 20, 2013.  It was filled 
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out and returned to the investigator without names or identifying information.   (see 
Appendix B).  
 
Results 
Unfortunately, only three students attended the EndNote class on February 20, 2013. 
Anonymous surveys were collected from these students and subsequently assigned 
numbers 1, 2, and 3.  The investigator has no knowledge of which participants completed 
which survey.  The results are shown in the table below.  
 
Participant First Class ? How learned 
about class? 
Reason for 
taking class? 
Preferred 
notification 
method 
1 yes Email 
announcement 
Research Website, 
listserv 
2 yes HSL website General 
knowledge 
Website, 
listserv 
3 no Other-not 
specified 
Research Any 
Table 1-Results of survey of EndNote class attendees  
Two of the participants had not previously attended classes at the Health Sciences 
Library. Two of the participants attended the class in preparation for a research project. 
One mentioned a dissertation, the other mentioned a research proposal.  None of the 
participants learned of the class by the flyer.  
 After only three people attended the EndNote class, a follow-up study was 
performed to determine student reaction to flyers in general.  Initially, the author 
reasoned that the additional promotional materials would motivate students to enroll in 
the EndNote class because the message in the flyer addressed an intrinsic need in the 
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students, the desire for academic success.  However, before that message can be 
absorbed, the promotional material needs to attract the students’ attention.  The author 
conducted interviews to determine if this crucial first step was lacking.  Interviews were 
conducted at four locations where flyers were posted.  One location was the first floor of 
Berryhill Hall, one of the buildings where School of Medicine classes are held.  Students 
were stopped as they approached the elevator.  The second location was the first floor of 
the School of Nursing, Carrington Hall, near a classroom.  The third location was near the 
printers of the HSL, and the final location was the first floor of Rosenau Hall, the 
building that houses the Gillings School of Global Public Health, near the central 
staircase.  The author waited in each location for thirty minutes.  Interview participants 
were asked one question.  If this question was answered affirmatively, the second 
question was asked.  If the second answer was yes, the third question was asked.  The 
questions were:  
1) Do you notice flyers posted around the school?  
2) Have you ever attend the events you see advertised?  
3) Have you ever attended a class at the HSL because you noticed a flyer 
advertising the class? 
 
Berryhill Hall-School of Medicine 
 A total of seven students were approached and requested interviews.  Two 
students refused to give interviews.  Both were rushing and did not have time to complete 
interview.  Five students participated in the interview in this location. 
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Number of 
participants 
Notice flyers on 
board (yes) 
Attend events 
that you see 
advertised 
Ever attend 
event at HSL 
you see 
advertised 
5 3 2 0 
Table 2-Student responses from School of Medicine 
 
Carrington Hall- School of Nursing 
Five students were approached on their way to the classroom. All students participated in 
interview. 
 
 
 
Table 3-Student responses from School of Nursing 
 
Rosenau Hall-Gillings School of Global Public Health  
Six students were approached, four participated in the interview.   
Number of 
participants 
Notice flyers on 
board 
Attend events 
that you see 
advertised 
Ever attend 
event at HSL 
you see 
advertised 
4 2 1 1 
Table 4-Student responses from Gillings School of Public Health 
 
Health Sciences Library 
All students approached participated in the interview. 
Number of 
participants 
Notice flyers on 
board 
3 0 
Table 5-Student responses from Health Sciences Library 
Number of 
participants 
Notice flyers on 
board 
Attend events 
that you see 
advertised 
Ever attend 
event at HSL 
you see 
advertised 
5 5 1 0 
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Total 
Number of 
participants 
Notice flyers on 
board 
Attend events 
that you see 
advertised 
Ever attend 
event at HSL 
you see 
advertised 
17 10 4 1 
Table 6-Total Responses from Student Interviews 
 
Discussion 
Attendance at the February 20, 2013 instruction session of EndNote was lower 
than expected.  There are several possible explanations for the low attendance.  The 
potential class attendants could already be familiar with EndNote.  Students who use the 
Health Sciences Library are upper level undergraduates or graduates students.  They 
could have possibly received training on EndNote during their freshman or sophomore 
years.  Alternatively, they could have a predilection for a different citation management 
software program, such as RefWorks or Zotero.   
Although attendance was low, the results suggested the types of student who 
would be interested in EndNote classes-those involved in writing projects, like term 
papers, theses, and dissertations.  This can be used to design promotional material in the 
future. 
The primary purpose of the survey administered to class attendees was to 
determine how the attendees were notified of the existence of the class.  None of the 
attendees mentioned the flyers.   
The author posted the flyers ten days prior to the class date.  According to 
Matthews, a marketing campaign will be more successful if the consumer is exposed to 
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the marketing message on a variety of formats over an extended period of time.  The goal 
is for potential consumers to encounter the message at least five times.  The reason for 
this is the increased visibility of the message increases the likelihood that the consumer 
will recognize a need for the services 
The HSL promoted the EndNote class on the website and on a flat screen plasma 
panel near the front entrance of the Library.  The Flyers were the third format.  They 
were the only format that the consumer could potentially encounter while moving 
through the Library or campus; therefore, they were useful in adding additional exposure 
to the message.  The flyers added variety to the formats but it is possible that the flyers 
were not in place for enough time to be noticed by the students.  Alternatively, if the 
students did notice the flyers they may not have had a current need for the class, but they 
may have stored that information for when the need did arise.  Thus, although these 
students did not learn of the class from the flyer, the flyers could potentially impact 
others. 
 The user interviews indicate that students are more likely to notice flyers 
promoting instruction classes in their respective schools and not in the HSL.  
Surprisingly, none of the students interviewed in the HSL noticed the flyers on the 
bulletin board.  Possibly the students are so focused on printing and getting to class that 
they are not aware of their environment and thus are not receptive to information 
encountering.  
 None of the students interviewed had attended an event at the HSL because of a 
flyer, but this may be because flyers promoting HSL events are not noticed.  The author 
has seen flyers promoting RefWorks classes but only when actively looking.  Perhaps 
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even though the EndNote classes address one intrinsic need other needs are competing to 
be addressed.  For example, one student commented “I’ve never attended an event I saw 
advertised.  I would if the event involved volleyball” At that moment his greatest need 
was recreational.  
Further study is needed to determine the reason for the low attendance.  The best 
follow-up study would be a longitudinal study.  To study library usage by students 
throughout their academic career, Matthews has previously designed studies where he 
selected a certain number of students and followed their library usage throughout their 
academic career.  Using this method he was able to track the students and assess the use 
of the library resources during different stages.  Additionally, these students provide vital 
insight on the effectiveness of marketing campaigns by reporting how they became aware 
of certain events.  
A similar study would work well at the HSL.  Students from each school would 
be selected and followed through graduation.  The Library would be able to track what 
resources are most used by a segment of the population and during what period of their 
academic career.  This would enable the Library to tailor information services to the need 
that most commonly arises during certain milestones in the students’ academic career. 
 
Conclusion 
This study examines the promotion of a service in one academic library.  This 
library had lower than expected attendance in a citation management instruction class.  
The purpose of the study was to determine if placement of flyers in convenient locations 
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would increase attendance at the advertised library service.  Although the results of the 
study did not support the original expectation, from a follow-up study, it was concluded 
that information encountering was a useful framework for determining appropriate 
locations for flyer placement.  Findings indicate that multiple formats of promotional 
materials are most effective because they increase the likelihood of exposure to the 
promotional message.  Additionally, an understanding of user needs and motivation can 
help librarians devise a message that will impact the user.   
An understanding of user needs, behavior, and motivation is necessary in order to 
create an effective promotional campaign.  The message conveyed in the promotional 
material will motivate the user to act only if it addresses an internal need in the user, so a 
user needs analysis is essential.  Furthermore, examining user behavior will help 
librarians determine the best location for promotional material placement.  
Overall, the findings indicate that students do notice promotional materials in 
their environment; however, they may be more receptive to print promotional materials, 
like flyers, outside of the library.  Placing promotional materials in buildings where 
classes are located will enable students to encounter information without actively seeking 
it.  
The findings are useful for librarians who are responsible for promoting library 
events and services.  The findings also indicate that the message conveyed by the 
promotional materials must address an immediate, intrinsic need in the student.  Although 
the library may promote a valuable service, if that service does not address an immediate 
need in the student, the promotional material will not incite action.  
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Areas for further investigation include a longitudinal study.  It is possible that the 
effects of promotion may be visible only after an extended period of time.  A longitudinal 
study would provide more insight into the effectiveness of promoting a library service 
over an extended period of time
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Appendix B  
 
Survey 
 
 
1. Is this your first class at the Health Sciences Library? 
 
 
2. How did you learn about this event? 
a. Flyer 
b. Word of mouth 
c. Other (please list) 
 
 
3. Why did you come today? 
 
 
4. How would you like to be notified about future events? (flyer, Health Sciences
 Library website, listserv, etc.) 
 
